Research on the Cross-cultural Marketing Strategy of China's Tourism Enterprises  by Wei, Wei
 Procedia Environmental Sciences  12 ( 2012 )  1110 – 1115 
1878-0296 © 2011 Published by Elsevier B.V. Selection and/or peer-review under responsibility of National University of Singapore.
doi: 10.1016/j.proenv.2012.01.395 
2011 International Conference on Environmental Science and Engineering  
(ICESE 2011) 
Research on the Cross-cultural Marketing Strategy of China’s 
Tourism Enterprises*
                                                          
* This work is partially supported by Heilongjiang Postdoctoral Grant 
Wei Wei 
Department of Economics and Business Administration 
Post-doctor of University of Harbin Engineering; Working in Harbin University of Commerce 
Harbin, Heilongjiang Province, China 
wei-wei-75@163.com 
Abstract  
 Subprime mortgage crisis made the world’s tourism industry suffer a heavy blow. How to recover from the subprime 
mortgage crisis is an important issue for China’s tourism enterprises to be considered. Cultural factors have great 
influence on tourism businesses entering the international market, so how to succeed in cross-cultural marketing is 
the key to China’s tourism enterprises. This article focuses on cross-cultural attributes of tourism, the meaning and 
impact of cross-cultural marketing, the motives and advantages of cross-cultural marketing and points out the 
problems, such as communication barriers and cultural conflicts and so on. For the problems, we give the 
corresponding cross-cultural marketing strategies. In cross-cultural marketing, tourism enterprises in China should 
address the different geographical culture differences; focus on cultural adaptation; establish an open, inclusive 
corporate culture; implement diverse cultural mix of marketing so as to expand the development space for China’s 
tourism industry. 
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1.  Introduction 
 Subprime mortgage crisis made the world’s tourism industry suffer a heavy blow. China’s tourism 
industry as the major third industry is no exception. After the subprime mortgage crisis, world’s 
economies are in recovery, China’s tourism enterprises are also urgently seeking the ways to get back to 
the status of the tourism industry. With global economic integration, people among countries contact 
more and more frequently, but the cultures of the countries will not suddenly disappear because of the 
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frequent contact. So cross-cultural marketing strategies are the key to China’s tourism enterprises succeed 
in the international competition. 
2. Tourism’S Cultural Attributes
As a cultural phenomenon, tourism and culture are closely linked. Culture brings people bound 
together and make this group has a unique identifying characteristics. In the community’s communication 
and interaction, members of the society in different countries will have different cultural trends and 
expectations, values, social norms and ways of life, the cultural differences make people owning different 
cultural backgrounds hard to mutual understand and recognize. The different regional cultures decide the 
tourism activities must be cross-cultural tourism activities. In the tourism environment, cultural 
differences of members coming from different social will undoubtedly have a direct impact on their 
social interactions. Therefore, fully understanding the tourism cross-cultural properties are the inevitable 
requirement of the rapid development of tourism. 
2.1 The Tourists’ Cross-cultural Background 
That the tourists pursue new culture is the important reason that tourism industry has a “cross-
cultural” property. After a high degree of material civilization, mankind is in the pursuit of spiritual 
satisfaction. Going out of the border to experience the atmosphere of other cultures becomes an inevitable 
trend, so international tourism has cross-cultural nature is beyond doubt. Cultural difference between 
international tourists and destination is an important factor to attract tourists and it is also one of the most 
important aspects to successfully develop international tourism. 
2.2 The Cross-cultural Property of Tourism Management and Marketing 
Both inbound and outbound tourism are all crossed the borders to experience exotic culture. The 
publicity, promotion and product marketing in this process all have international properties. They need to 
coordinate with the inside and outside travel agencies. A successful international tourism is a positive and 
effective cross-cultural social interaction among the tourists and the host country and it needs to rely on 
deep understanding of the cultural background of our visitors who are the marketing objects.  
2.3 Requirements of Employees’ Cross-cultural Awareness and Communication Capabilities 
Currently, China's tourism industry is booming, it goes the pace to align with international tourism 
industry. There is an urgent need for China’s tourism professionals developing cross cultural awareness 
to meet the requirements of the tourism industry’s cross-cultural development. International tourism is an 
important window for the Sino-Foreign Communication. For international tourists, tour guides and 
translators play the most important roles in the tourism cross-cultural communication, they have the most 
opportunities to communicate with visitors and influence the whole process of cross-cultural tourism, 
which makes international tourism practitioners face the challenge. The challenge for international 
tourism practitioners is how to understand and appreciate cultural differences and how to translate this 
kind of understanding into effective communication and interaction. At the same time, in the process of 
the international tourism development, senior management of having cross-cultural awareness and 
technical personnel are also needed. They should do the researches on the development laws of 
international tourism market in order to provide the right decisions for the cross-country development of 
the tourism enterprises. Therefore, training cross-cultural awareness and communication skills of the 
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managers, decision makers and general practitioners is an inevitable requirement of tourism international 
development. 
3.  The Meaning of Cross-Cultural Marketing and Its Impact 
Cross-cultural marketing is enterprises conduct marketing under two or more different cultural 
environment. This kind of marketing activity emphasizes cultural differences management of both sides 
of the deal (business and clients, customers, distributors, suppliers, etc.). It includes cross-cultural 
marketing strategy management, cross-cultural needs analysis and market research, development and 
pricing of cross-cultural product, cross-cultural brand and channel management, cross-cultural marketing, 
cross-cultural service management and so on. Purchase behaviour and motives of consumers are largely 
restricted by cultural factors which include material culture, religion, aesthetics, language, education level 
and a series of factors. To meet these different needs, we must analyze the cultural environment and 
background, and look for differences in consumer demand from the cultural differences. If there are 
communication barriers between the salesmen from different cultural backgrounds and consumers of the 
target market, it would make the target market consumer misunderstand certain marketing activities. This 
phenomenon would increase the management difficulty of enterprises and lead to poor marketing 
organizational information and low efficiency.  
Culture permeates all aspects of marketing activities. More words can be used in promotion, 
advertising, market research in countries with high levels of education; while television, radio and live 
demonstrations are preferred in the process of marketing in countries with low levels of education. This 
requires that enterprises should realize localization operation based on national cultural characteristics in 
promotion and the price of products and services and enterprise managers continuously adjust strategy to 
meet the cultural needs of the market. 
Market-oriented cross-cultural marketing strategy can enable enterprises to establish a correct 
marketing concept, establish the staff-joint marketing values, cultivate good marketing ethics, develop a 
core marketing concept so as to form a strong internal cohesion, establish a brand image in the market, 
and then cultivate and enhance their international competitiveness. 
4.  The motives and advantages of tourism enterprise cross-cultural marketing 
4.1 The Motivation of Tourism Enterprises Cross-cultural Marketing  
 According to culture complementarity theory, goods have value, use value and cultural value. By 
improving the cultural value of the products to enhance the value of the goods is corporate marketing 
activities that is the culture marketing. Cultural marketing must enable businesses to obtain economic 
benefits. When cultural differences exist among countries, that is a country has a cultural advantage over 
other countries, this cultural superiority is likely to translate into economic benefits. Conversely, if 
cultures are the same among countries, then the cross-cultural marketing can not exist, because there is no 
cultural superiority that is can translate into economic benefits, their business will lose momentum in 
cross-cultural marketing. Thus, a country’s enterprises are engaged in cross-cultural marketing is to hope 
by using the region and national cultural superiority to improve goods cultural value or access the 
cultural dominance and to obtain economic benefits. 
1) The Characteristics of Tourism Products and the Influence of Tourism Consumption Behaviour:
Sales of tourism products must be in the space moving from consumers to producers, which determines 
the tourism income is generated in the tourism destination. Due to the influence of factors, such as 
national circumstances and cultural identity factors, tourism consumers are willing to purchase and 
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consume their domestic tourism enterprises’ products and services. Therefore, the Chinese tourism 
enterprises must conform to international trends, establish branches outside the domestic tourist 
destinations and satisfy consumers in order to gain more share in the competition of the tourism market. 
2) Travel Motivation of Tourists: Looking at trends in international and domestic tourism 
consumption, cultural motives become increasingly dominant popular tourist motivation. That is to 
understand and appreciate other cultures, customs and religion, enjoy the natural scenery, learn and 
explore more remote customs, historical sites, taste food and communicate with the local people with 
different cultural backgrounds. According to statistics, in 1996, there are 54 million Americans had at 
least once 161 km-tourism activity; there are 33 million people dedicated to tourism in order to 
participate in cultural activities and festivals. 
4.2 The Advantages of Tourism Enterprise’s Cross-cultural Marketing 
Chinese culture has a long history and it became a representative in the Eastern culture and cultural 
systems. Many foreigners come to China to take a look at five thousand years of civilization in China. 
The famous historical sites, such as Zhoukoudian, Confucius, Terra Cotta Warriors and so on, are the 
attractions of traditional Chinese culture, they provide a good foundation for cross-cultural marketing of 
tourism enterprises.  
The cultural needs of domestic tourists rise. Since the 1980s, the number that domestic tourists went 
to some exotic countries and regions has increased. It has become the main trends of international 
tourism. 
Abundant tourists source market. World Tourism Organization predicts that by 2020 China will 
become the world’s fourth largest exporter of international tourists, this is a huge market. Compared with 
tourism enterprises of the destination, tourism enterprises of origin become more familiar with their 
tendencies and preferences of the consumer. The tourists consume in the overseas enterprises that the 
natives run are more in line with cultures identity and security pray psychology in the different cultural 
environment. Furthermore, good macroeconomic policy environment and a unified world market order 
provide good external conditions for tourism enterprises cross-cultural marketing. To participate in 
international competition, since the 1980s, tourism enterprises in Beijing, Shanghai and other cities have 
been trying to go out of the bounder, they provide practical experience for overseas marketing strategy of 
domestic tourism enterprises. 
5.  The existing problems in the process of china’s    tourism enterprise cross-cultural marketing 
The main problem of cross-cultural marketing is cultural differences, cultural differences here 
includes the difference of the values, the difference of the marketing idea and the differences of the 
marketing management way. Communication barriers caused by cultural differences make cross-cultural 
marketing hard to go smoothly. China’s tourism resources rank first in the world, but the development of 
the tourism industry is relatively slow. The exploitation of the tourism resources does not consider the 
cultural backgrounds, aesthetic landscape characteristics and geographical culture background. This 
produced a great impact on China’s tourism industry. The main problems are the following: 
5.1 Communication Barriers of Cross-cultural Marketing 
 Because of cultural differences, communication barriers are easily caused by different ways of 
thinking, different values, different ways to deal with the problem, different understanding of the 
languages and different religious orientation. This disorder usually prevents cross-cultural marketing 
going smoothly. 
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5.2 Existing Cultural Conflicts during Cross-cultural Marketing 
 Due to deep-rooted cultural background, the China’s tourism enterprises and local consumers are 
likely to have the culture conflict in cross-cultural marketing. Particularly, racial superiority conflicts 
caused by the different ethnic and cultural orientation and marketing and management conflicts caused by 
the different management style have large negative effects on the tourism enterprises’ cross-cultural 
marketing, and even make the Chinese tourism enterprises’ cross-cultural marketing fail. 
5.3 Cultural Differences Increasing the Difficulty of Enterprise Cross-cultural Marketing Research  
 In marketing activities, marketing research aims to help enterprises get market information, 
scientifically understand the market in order to help companies seize market opportunities and develop 
the marketing strategy. However, in the cultural marketing, due to cultural differences, the Chinese 
tourism enterprises need to obtain more complex information. They need to not only understand market 
competition, consumer demand and marketing channels of the target market and other basic problems, 
but also in-depth investigate cultural system characteristics of the target market and the possible culture 
barriers during the promotion of product and brand. This requires companies to adopt different marketing 
research methods and study various research contents, so the degree of research difficulty is bound to 
increase.
6.  Suggestions on cross-cultural marketing of china’s tourism enterprises 
6.1 Addressing the Geographical Culture Differences and Focusing on Cultural Adaptation
Culture is not static, as time goes on, it may be affected by the impact and influence of foreign 
culture. For example, white represents death in China, but the bride began to wear a white dress in the 
wedding by the impact of Western culture after China’s reform and open. Therefore, the tourism 
enterprises should maintain the same marketing principles and adopt the dynamic adaptation strategies. 
Enterprises should be able to use and estimate the value of cultural diversity, focus on the cultural 
integration of different regional cultures and take effective marketing strategies to adapt to these 
differences.
6.2 The Combination of a Variety of Marketing Culture  
 As consumers are in different cultural environment, their demand for the product and purchasing 
power are also different. Therefore, marketers should respect all the local cultural practices in marketing, 
take into account local people’s living standards, consumption and purchasing habits, provide products 
and services that are consistent with national culture for consumers, develop a reasonable price according 
to the attitude of consumer awareness and friendly communicate with consumers and the public by using 
a variety of media. For example, in different regions of the world, the consumers’ income are different, 
then the price of the products should be varied, which is more easily accepted by all consumers. 
6.3 The Establishment of an Open and Inclusive Corporate Culture  
 As China’s tourism enterprises entering into the international market, they must establish an open 
and inclusive corporate culture. This kind of corporate culture is a collection of multi-cultural and co-
culture and it make the enterprises break through the limited market space and win the rapid expansion. 
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China’s tourism enterprises should take cross-cultural training as one of the marketing policies, create 
diverse workforce and understand a variety of customers that companies serve. 
6.4 Maintaining the Grade of Cultural Difference 
 Culture zone bit is the extent of culture similarities or differences between the tourist source location 
and the tourist area. The tourists have the trend of finding the same and differences among the cultures. 
Cultural differences are the underlying causes for generating international tourism, at the same time, 
cultural difference is also an advantage. Fully use the tourist attraction that the East-West Cultural 
Differences are shown in “cultural marginal region” and well design tourism products to reflect the local 
culture so as to promote the development of international tourism and make China’s tourism enterprises 
get innovation source. 
6.5 Implementing Cross-cultural Training and Creating a New Tourism Culture 
 The satisfaction of tourists to the tourism depends on the quality of services, and service quality 
depends heavily on the interaction quality between tourism service providers and visitors. In international 
tourism, in terms of understanding of the concept of services, there are also clear cross-cultural 
characteristics. The key of cross-cultural marketing is to do cross-cultural training of the tourism 
destination professionals and cultivate a large number of high-quality cross-cultural tourism marketing 
and reception staff. The contents of training include sensitivity training, language learning, cross-cultural 
communication and cognition of cultural differences. From different cultures look for the commonality 
that can embody the essence of various cultures, make the fusion of different cultures and form a new 
tourism culture in the “cultural marginal region”. This new culture can be reflected by the ideas, values 
and behaviour of all members, so as to reach the cross-cultural marketing goals and provide a high-
quality service. 
7.  CONCLUSION 
 After subprime mortgage crisis, China’s tourism industry ushers in a new challenge. Economic 
recovery have emerged in the international economy, the Chinese tourism enterprises should seize the 
opportunity, find best meeting point between national culture and the international multi-culture, use 
scientific and reasonable cross-cultural marketing strategies to develop tourism products that they have 
both local and international characteristics, so that restore the international status of China’s tourism 
industry and expand development space of China’s tourism enterprises in international market. 
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